Community conversations on collective livestock marketing: The case of Adiyo Kaka District, Ethiopia by Tigabie, A. et al.
i
Community conversations on collective 
livestock marketing: The case of Adiyo Kaka 
District, Ethiopia 
Abiro Tigabie1, Mamusha Lemma2, Yishak Shitaye3, and Zelalem Abate3 
1International Center for Agricultural Research in the Dry Areas (ICARDA) 
2 International Livestock Research Institute (ILRI)
3Bonga Agricultural Research Center (BARC)
October 2021
ii
CGIAR is a global partnership that unites organizations engaged in research for a food-secure future. The CGIAR Research 
Program on Livestock provides research-based solutions to help smallholder farmers, pastoralists and agro-pastoralists 
transition to sustainable, resilient livelihoods and to productive enterprises that will help feed future generations. It aims 
to increase the productivity and profitability of livestock agri-food systems in sustainable ways, making meat, milk and eggs 
more available and affordable across the developing world. The Program brings together five core partners: the International 
Livestock Research Institute (ILRI) with a mandate on livestock; the International Center for Tropical Agriculture (CIAT), 
which works on forages; the International Center for Agricultural Research in the Dry Areas (ICARDA), which works on 
small ruminants and dryland systems; the Swedish University of Agricultural Sciences (SLU) with expertise particularly in 
animal health and genetics and the Deutsche Gesellschaft für Internationale Zusammenarbeit (GIZ) which connects research 
into development and innovation and scaling processes.
The Program thanks all donors and organizations which globally support its work through their contributions to the   
CGIAR Trust Fund
© 2021
This publication is copyrighted by the International Livestock Research Institute (ILRI). It is licensed for 
use under the Creative Commons Attribution 4.0 International Licence. To view this licence, visit https://
creativecommons.org/licenses/by/4.0. 
Unless otherwise noted, you are free to share (copy and redistribute the material in any medium or format), adapt (remix, 
transform, and build upon the material) for any purpose, even commercially, under the following conditions:
 
ATTRIBUTION. The work must be attributed, but not in any way that suggests endorsement by ILRI or the author(s).
NOTICE:
For any reuse or distribution, the licence terms of this work must be made clear to others. 
Any of the above conditions can be waived if permission is obtained from the copyright holder. 
Nothing in this licence impairs or restricts the author’s moral rights. 
Fair dealing and other rights are in no way affected by the above. 
The parts used must not misrepresent the meaning of the publication.  
ILRI would appreciate being sent a copy of any materials in which text, photos etc. have been used.




Citation: Tigabie, A., Lemma, M., Shitaye, Y. and Abate, Z. 2021. Community conversations on collective livestock marketing: The case 
of Adiyo Kaka District, Ethiopia. Nairobi, Kenya: ILRI.
Patron: Professor Peter C Doherty AC, FAA, FRS 
Animal scientist, Nobel Prize Laureate for Physiology or Medicine–1996
Box 30709, Nairobi 00100 Kenya 
Phone  +254 20 422 3000 
Fax      +254 20 422 3001 
Email ilri-kenya@cgiar.org
ilri.org 
better lives through livestock 
 
ILRI is a CGIAR research centre
Box 5689, Addis Ababa, Ethiopia 
Phone +251 11 617 2000 
Fax +251 11 667 6923 
Email ilri-ethiopia@cgiar.org 





Process and methodology 3
Opening and introductions 3
Study site description 4
Community conversation results 5
Men’s group results  5
Women’s group results  7
Plenary reflections  9
Analysis of knowledge gaps and introduction of new knowledge 10
Key messages, community actions, and reflections  10
Analysis, lessons learned and recommendations  11
References  13
Annexes  14
Annex 1. Discussion checklist  14
Annex 2. Socio-economic data 16
Annex 3 The list of participants 18
iv
Acknowledgements
The CGIAR Research Program on Livestock (CRP Livestock) research team in Ethiopia would like to thank the 
community members who participated in the conversations for sharing their experiences and knowledge.
We would like to thank our research and development partners from Bonga Agricultural Research Center and Adiyo 
Kaka District Office of Livestock and Fish Resources Development and Cooperative Promotion Organization. We are 
grateful to Tekilemichael Gawo, Habtamu Haile, and Getachew Gebeyehu, for their role in organizing, facilitating, and 
documenting the community conversation.
Finally, we thank Girma Tesfahun for reviewing the draft version of this document. 
1
Introduction
Livestock, especially sheep, is the main resource that contributes to livelihood and food security improvement for 
rural households in Ethiopia. Well-organized livestock marketing plays a very crucial role in the improvement of rural 
communities' livelihoods.
Marketing is an important component of the small ruminant production systems in Ethiopia. Smallholder farmers 
face many challenges in small ruminant marketing including weak bargaining power, lack of market information, high 
transaction costs, lack of group action, limited physical accessibility of markets, lack of marketing infrastructure, and 
lack of institutional support system.
Smallholders depend heavily on the oligopsonic and poorly organized rural markets to transact their commodities 
including their small ruminants (Kassie et al. 2019). The livestock markets are usually unrewarding for the small 
ruminant keepers in the country. According to Kassie et al. (2019), small ruminant keepers and traders received 
price penalization because of the low number of small ruminants supplied per household, as the smallholders operate 
individually. 
Small ruminant keepers organizing themselves in any form enables them to exploit the opportunities of economies of 
scale, which will increase markets performance and volume of sell. 
Market linkage facilitation activities are required for farmer group actions to be an effective and sustainable supply of 
the produces. It is important to identify the type of linkages required and the level of support that may be necessary.
Collective marketing enables community members act to search for new buyers and new markets collectively. 
Collective marketing groups can be described in terms of the basic functions they serve (Kassie 2016)
Addressing unorganized market challenges requires collective actions. This enables smallholder farmers to act 
collectively to achieve economies of scale that increase market performance, the volume of sales, and market power 
in the locality. Rural communities have a long history of informally organizing themselves for mutual assistance for 
social and economic works and services. Informal groups can contribute to nurturing the experience and mutual trust 
for establishing formal livestock marketing groups and other collective actions. Benefits of group actions include access 
to training, market information, credit, input supply and value addition, to mention a few. 
Sustainable and mutually beneficial market linkages are required for farmer group actions to be effective and 
sustainably supply produces. It is important to identify the type of linkage required and the level of support that may 
be necessary. 
A participatory community engagement approach called ‘community conversations’ was used to engage community 
members and local partners in discussions about market challenges and identify solutions. The community 
conversations are facilitated dialogues among community members and local partners to explore and analyse the 
knowledge, attitudes and practices (KAP) of livestock marketing, the importance of collective livestock marketing, and 
solutions to solve livestock marketing problems. 
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This community conversation session is part of a series of different participatory engagements with farmers and 
other partners developed under the CGIAR Research Program on Livestock (CRP Livestock) to address smallholder 
livestock production and marketing challenges in Ethiopia.
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Process and methodology
The community conversation (CC) was conducted in Adiyo Kaka District, one of the Livestock CRP SmaRT pack 
intervention sites, on the 20 April 2021. The CC focused on collective action for livestock marketing in the district 
at Shena community.  The CC involved a total of 49 (76% male and 24% female) participants of these 43 farmers, 2 
researchers, 3 development partners, and 1 site enumerator (Table 1).
Table 1. The number of participants
Participant Number of participants 
Male Female Total 
Research partners 2 - 2
Development partners 3 - 3
Enumerators 1 - 1
Community members 31 12 43
Total 37 12 49
 
Source: own CC data
Before the community conversation, a KAP baseline survey on collective actions in livestock marketing was conducted 
with a portion of community conversation participants. After the KAP survey, the team captured and reflected on 
the thoughts and opinions which help to familiarize with the thinking and practices of the community members and 
localize the discussions points of community conversation 
The facilitation team was composed of researchers and development partners and CGIAR staff. The CGIAR team 
oriented the local partners on the facilitation process and the CC module on collective livestock marketing. The team 
also discussed note-taking strategies and how to open and close the CC session. 
Opening and introductions
The session was opened by an elder’s blessings. After that, the CC recap was done for the previous sessions on 
animal feeds and forages and animal health focusing on recall, knowledge sharing, and applications of community 
actions. We found promising changes in feeding and other husbandry practices like barn cleaning, safety precautions 
when nurturing sick animals, separation of sick animals, quarantine newly introduced animals, and burying of dead 
animal bodies and sheep heads to cut the life cycles of disease-causing organisms instead of giving it to their dogs or 
left over the field. 
To start the discussion on livestock collective marketing, the CC participants were asked to describe the purpose 
of raring livestock and the importance of livestock marketing. This helped motivate participants to engage in the 
discussion. Then, the facilitators asked the farmers why livestock keepers provide feed, keep their animals healthy and 
manage them well, what they expect from their animals and what is the importance of marketing?
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The participants listed the benefits they get and expected to get from their animals such as good market price, quality 
and volume of animal products, transport services, draught power, and social values of prestige, asset accumulation, 
and social respect.
Then, the team divided the CC participants into men and women groups and facilitated in-depth conversations on 
collective actions in livestock marketing. The use of men and women groups was helpful to encourage women’s 
participation and explore gendered perceptions about collective livestock marketing (Lemma, Tigabie and Mekonnen 
2021). After the separate group discussions, we brought the groups together to report back group outputs in the 
plenary. Men participants appreciated how knowledgeable the women were during the plenary discussions.  
Study site description
This intervention was implemented in Adiyo Kaka District’s Kafa Administrative Zones in southwest Ethiopia. Adiyo 
Kaka is characterized as a moist area that has a long duration of rainfall distribution and forest area with good 
livestock potential and crop production and relatively low population density (Annex 2). 
The intervention site Shena is characterized by wet moist air, undulated topography, mid-altitude agroecology with 
long rainfall duration. It has relatively excess land resources suitable for different livestock farming systems. The 
people in the area are mostly followers of the Ethiopian Orthodox religion. 
The Shena community has a distinct labour division between men and women in the households. Men are mainly 
involved in selling and buying cattle, especially oxen and horses and sheep, while women participate together with 




Both groups discussed the common issues of the understanding of livestock marketing concepts, access to markets, 
marketing needs and challenges, market linkage, women market participation, and their challenges, practices and 
informal group establishment and management practices.
Men’s group results 
Understanding livestock marketing
Group members were asked to explain their knowledge of what livestock marketing meant to them.  Farmers said 
that a market is a place where buyers and sellers meet to exchange what they need and satisfy their market needs. 
They also expressed marketing as a process where market commodities are exchanged. 
Participants explained that livestock marketing is periodic and affected by high price fluctuations. It needs informed 
decisions. High supply of animals is available in festive periods of January, April and September. When the buyers are 
small (collectors/traders), the price is indicated to be lower and vice versa. 
Access to markets
Different markets are accessible for the community. They mostly used Boka market, which is the nearest to their 
residence and has high volume of sales. Other markets found in the district are Mera, Sharada, and Sheda. 
Participants sold their livestock to solve cash need problems like house construction, child education and to buy 
other animals or to dispose of problematic animals. Participants also said small ruminants marketing needs a specified 
location/space, with market infrastructure. 
The participants sold their livestock in different ways depending on the types of livestock and purpose of selling. 
Most (70%) male sheep are sold either for reproduction or consumption purposes through collective actions via 
cooperatives using standards prices based on live weight. Others like cattle, equines, unfertile ewes, female lambs, 
culled male lambs, poultry, and livestock products are sold individually. 
The market as the source of disease transmission
Most farmers have concerns on market as sources of disease risk when they buy new animals and take them back to 
their flock. The participants reported quarantining newly introduced animals and animals returned from the market. 
They manage newly introduced animals for a week by looking at feeding actions, body conditions throughout the 
quarantine period.
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Marketing needs and challenges.
Participants confirmed that the community members' sheep is preferred by local consumers and traders. The major 
features/characteristics of livestock marketing in the area as explained by the participants include demand seasonality, 
market price fluctuation and brokers involvement. Brokers play great roles for both sellers' and buyers’ sides and take 
their commissions. 
Poor market infrastructure was highlighted by participants as one of the main challenges in livestock marketing. 
Participants mentioned markets with infrastructure are necessary for livestock marketing. All accessible marketplaces 
have a fence but have no vet clinic and security, restrooms, market shed, market information centre, water point or 
pipe water and feeding troughs. A similar study by Zeleke et al. (2020) found that livestock keepers want these market 
facilities including market sheds. Moreover, the market does not have any place allocated or anyone assigned to share/
provide market information.  
Hence the market is used for different cattle and small ruminants stand together. Farmers said each seller stands with 
his animals and holding with ropes. Otherwise, cattle harm small ruminants and disturb the animals when they fight 
in the market. Another marketing challenge in the community is they forced into illegal currency/cash circulation by 
traders which needs security supports.
As the market lacks feeding, and watering points animals might get exhausted and lose weight. Farmers observed 
in the market that traders provided feed and water after collecting it in one place to keep the animals safe. All 
these activities made the market crowded and unable to get conducive and suitable market facilities in the market. 
Furthermore, these situations were forcing them to sell their animals quickly at low market price.
Participants assess market information before trekking their animals from traders, friends, relatives, neighbors and 
self-visits of the markets. They also watch television and listen to the radio during the festive seasons to get the 
updated market information and use it to estimate animal prices. Reliable market information helps the farmers when 
discussing with the family members on setting the price. The joint decision-making process contributes to building 
trust in the family members of the household. The most credible market information sources that farmers agreed on 
was relatives and family members in addition to self-assessment.
The price was determined by the market with severe or normal price fluctuations. Participants set the price before 
leaving their houses with expected profit in mind, but they might sell their animals below or above the price they 
set. This is mostly due to a lack of standardized price and imbalances between demand and supply. The participants 
indicated that livestock marketing price and volume of sale showed increasing trends.
Farmers get different pieces of training on animal production including disease management, sire selection, and feeding. 
All the training lacked market-oriented extension and advisory services. They are unable to calculate the costs to 
set prices during the selling time. Products are also preferred by buyers related to body structure and colour. If 
the animal is horned or black it is does not attract buyers. There is no extra cost for selling animals but there is a 
commission for brokers if they sold through them. They set the price including commissions then if the animals are 
sold the brokers take their commissions. 
Market linkage 
Market linkage was an issue expressed by participants for sustainable and long-term supply and demand relationships 
between buyers and sellers for mutual benefits. They trek their animals for unknown buyers with unknown or little 
and uncertain market information without creating market linkage with the buyers. They directly negotiate with the 
unknown buyers in the market. This practice forces farmers to accept the price determined by buyers, instead of 
negotiating for a better price. The buyers set different prices for the same animals depending on their types. Individual 
consumers pay good prices compared to retailers, hotels and restaurants, local collectors, traders and brokers. There 
is also the challenge of needing legal certification (a trade pass) if someone wants to sell their animal in large markets 
such as Addis Ababa.
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Women’s market participation and challenges
We asked different questions for the men participants to assess their attitudes, knowledge and practices towards 
women’s participation and roles and challenges in livestock/sheep marketing. Participants perceived women are 
responsible for domestic works with minimal market participation in the selling of poultry and livestock products such 
as eggs, butter and cheese. Most of them explained that women are mainly involved in decision-making on selling and 
utilization of household income. Some participants shared their experiences saying women have a tendency of utilizing 
money more wisely compared to men. Few participants reflected on how some women were involved only in home-
based activities and responsible for using what the men provided for them. 
Women's participation in marketing was good they but need assistance from men for livestock marketing due to their 
poor market information, financial illiteracy, and lack of confidence in making price decisions. In addition, spending too 
much time in and around the household makes some women fear facing new people. They might lose their confidence 
to negotiate, and buyers can easily take advantage of them.
In general, women have the potential to decide based on planning and if educated they could negotiate and win for 
better price and profit. Women mostly sell small livestock such as chicken and animal products like egg, cheese and 
butter. Men participate dominantly in cattle, sheep, and equines marketing. 
The major challenges facing women on market participation were the behaviour of animals that women moved to 
markets, price negotiation capacity, buyers not trusting women, men influence on the control of money and decisions 
on money use, lack to access market information due to limited mobility, and limited access to education. 
Community experience in group actions and perceptions towards collective marketing 
Informal groups play important roles in the day-to-day life of the community to alleviate problems the members 
face. Participants said they have joined different informal groups. They have a traditional labour sharing arrangement 
called ‘Debo’, and a traditional resource sharing arrangement for funerals and weddings called ‘Idir’. Idir is the most 
important informal organized group, and all community members are members of it. Both men and women are 
members of such local groups. The main function of idir is resource mobilization, helping each other to resolve 
conflicts among the members and managing errant members and members' families in the community. The community 
had experience in solving challenges faced in the group using their by-laws. 
To stimulate farmers’ thinking about collective marketing actions, we encouraged group participants to reflect on 
membership, leadership, benefits and challenges of the informal groups. Through the discussion of their experiences 
in local groups, farmers had already formed ideas and were sensitized for collective marketing actions. When asked 
about the establishment of collective livestock marketing groups based on their group action experiences to adopt on 
collective marketing groups and solve the marketing challenges, they said that ‘we can act as a group.’ Then they agree 
to form collective marketing groups and act to market their animals collectively. They agreed to extend their previous 
collective action experiences from local group actions to form livestock marketing groups. 
Women’s group results 
The conception of livestock marketing
The participants explained that the market is a place where buyers and sellers meet to make transactions. They 
understand the market as a place of exchange defined as ‘livestock marketing’ a place where sheep or cattle were sold. 
The animals are sold if they became aged or not productive or if farmers need to replace by others and if the animals 
become fattened. The animals are sold during high-demand periods (festive periods). 
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Women group members mentioned the known livestock markets found as Boka, Mera, Sharada and Shida. Those 
markets have different prices for animals. The Shida market is cheaper for buying animals as this is a village market, 
while the Sharada market is better to sell sheep because a lot of traders participate in it from the neighbour's areas.
Women considered the market as the source of disease transmission, and they quarantine the animal for three weeks 
to make sure whether the animal is infected by any disease or not before adding it to the flock. They followed through 
observation of animals’ movement, feed intake, and body conditions. 
Marketing needs and challenges
Female participants explained that the livestock markets are encompassed by a fence but have no other facilities. 
There are no separate places for different animals based on purpose or type within the markets. Women participants 
agreed on the importance of different types of market infrastructure and suggested market shed, watering and feeding 
troughs, vet services, security, market information centres, and restrooms.
Access to market information and market-oriented extension services
Women need price market information by animal type to make appropriate decisions. They obtained market 
information from traders, families, neighbours and observation. They trust the information they get from neighbours 
and through observations. Women confirmed that they did not have access to market-related training and extension 
advisory services. 
Marketing price and market-related costs
The market price had an increasing trend from time to time due to the increase in demand for livestock products. The 
main market-related costs women incurred for livestock marketing are phone cards, meal costs, and market service 
charges when they purchase animals and returned unsold animals. Participants mentioned market linkage facilitation 
needs to create sustainable partnerships by connecting sellers and buyers for long-term interactions. 
Women's participation in livestock marketing decision 
Women's participation in livestock marketing is limited by the types and species of animals. If the household decided 
to sell or buy a dairy cow, women's participation is crucial. Whereas if it is ox for ploughing, men particularly needed 
to reflect on the ploughing capacity and behaviour of the ox. 
In principle, women can sell sheep and goats but, in practice, women sell poultry butter, cheese, eggs, in which men do 
not participate because of cultural views. Cattle and equines are solely sold by men in the community because buyers 
trust and believed that women cannot explain the behaviour of large animals and cultural influence for women when 
they are involved in selling cattle, equines and small ruminants. Women are confident that they can get involved in 
cattle marketing with men but never participate in equines marketing.
In most cases, the decision of livestock marketing and utilization of the income from these sales is made through 
discussion at household level and mostly men sell most animals like sheep, cattle and equines. 
Determinants of women’s participation in livestock marketing include animal type, cultural practices, workload of 
household chore activities. The controls or decisions made over the money is by the household head and the couple 
and use it accordingly.
Community experience in group actions and perceptions towards collective marketing 
The main community collective or group actions are designed to solve major challenges that are unable to be solved 
individually. Such informal groups mentioned by the women group include idir, and debo. These informal groups 
help them to mobilize money, labour force, and other resources to solve problems.  he membership is free for both 
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men and women but in the debo, men and women have separate membership because of separate labour force 
requirements.
Depending on the type of collective action, men and women take part in group leadership roles. In the participants’ 
view, women's participation in the leadership position is very low. This is due to the culture of the society, lack of 
awareness about gender equality, and the gap in gender empowerment. Each leadership action in the group action is 
based on group rules and regulations. 
Plenary reflections 
In the plenary, the note-takers shared the separate group's results. There was excitement of participants when both 
groups presented their results with solutions and the importance and effectiveness of collective actions for livestock 
marketing.  Group outputs were compared, and each group appreciated the other and took up additional ideas of 
better livestock marketing concepts, reflections, and understandings. 
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Analysis of knowledge gaps and introduction of 
new knowledge
Key messages, community actions, and reflections 
Key messages 
The challenges of unorganized livestock marketing include the limited capacity to access new markets and new buyers, 
brokers' influence and cheating, lack of market linkage facilitation, high market price fluctuations, and weak bargaining 
capacity of the livestock keepers.
The benefits of collective marketing include:
• Decision making and experience sharing
• Better access to information and market linkage
• Wider market coverage accesses new buyers, new markets, and competitive markets
• Access to training, financial resources, and production inputs
• Create links with traders, extension workers and non-governmental organizations 
• A better deal for price negotiation, improve marketing facilities and services 
• Solve the problems of unorganized livestock marketing (low product volumes, limited access to market 
information, limited market access)
Success factors for establishing and sustaining a marketing group include:
• Financial resources (start-up share, loan/credit etc.)
• Capacity development training (feeding, breeding, and marketing skills, etc.)
• Coordination and commitments for group actions
• Technical support and follow up by service providers 
• Support from services providers (forage seeds and feed processing units, veterinary service, technical 
advice, medication, drugs/vaccine/deworming).
Community actions
1•. Improve women’s market participation in decision-making, selling of livestock and money/income 
utilization.
2•. Empower collective actions in livestock marketing practices.
3•. Share the lessons learned in the CC for other community members and non-member farmers for 
effective collective actions.
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4•. Enable participatory decisions in the household on money income decision in the household.
5•. Allocate the marketplaces for stand for the research supported sheep for promotion.
Reflections and follow-up strategies 
At the close of the CC session, participants appreciated the team for such a relevant learning event. They found that 
they had not had such a learning experience and ideas for solving their problems. They appreciated the involvement of 
various partners in the session and said they were motivated from the learnings to act collectively.
The CC approach motivates the community to explain more about their challenges, easily identify gaps and 
encourages them to demand services and technical support on the implementation of the community actions.
All partners appreciated the approach and agreed to coach others on the implementation of community actions. 
Partners said that participants were given the chance to participate in discussions, learning processes and suggestions, 
which makes the CC approach better than the conventional problem-solving and training systems. Finally, partners 
were convinced to support the community to integrate all partners to work together.
Analysis, lessons learned and recommendations 
The community conversations created space for community members and local partners to jointly explore 
perceptions and practices about unorganized livestock marketing and how collective actions can address the 
challenges of unorganized marketing. 
Livestock marketing in the district is underdeveloped, and there are capacity gaps both at the community and partner 
levels.
Functional training for partners in market-oriented extension and advisory services is very crucial. Partners also need 
skills-based training in community mobilization, market linkages facilitation, and participatory engagement to advise 
farmers on market-oriented production planning.
The community conversations demonstrated knowledge gaps of community members in collective actions for 
livestock marketing. In both male and female groups, participants identified only nearby markets, had limited access 
to, and knowledge about, market information, and lacked basic knowledge on market price determinations based 
on production costs. While both groups appreciated collective actions for livestock marketing, they were unable to 
identify functions of collective marketing groups, what opportunities they offer and what challenges they will pose. In 
general, there was a lack of knowledge on the benefits and processes of cooperation for livestock marketing. 
The facilitators introduced new knowledge around the components of marketing mix (i.e. product, place, price, 
and promotion). They discussed product quality, volume, and type, and how this influences the marketing ability 
of community members as different buyers have different requirements. They also discussed the role of product 
promotion and product distribution beyond production.
Promotion plays a major role in attracting new buyers. Collective action is critical to promote smallholder products in 
terms of product quality, nature, feed items, age and production practices. 
Livestock marketing needs critical decisions regarding the time of selling to avoid additional costs of feed, labour and 
health management. Collective actions help the community to plan and act together and improve basic marketing 
facilities and services.
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It is recommended that a participatory training delivery approach be given for local service providers in market-
oriented extension and advisory services. This is very important for those who have the required technical knowledge. 
Partners reflected that they lack knowledge and skills for community mobilization, communication, and participatory 
engagement.
The key finding of the community conversation is that the power of a group or collective actions in livestock 
marketing like how to influence market access, price negotiation, access to new buyers, attract customers, new 
markets, market facilities, access to production inputs, information and market linkage facilities. Participants were 
convinced that individual actions on livestock marketing faced the challenges of the limited number of buyers, and 
limited market seasons encompassed with many sellers and flocks in the market, which leads to offering low prices. 
Collective market actions can reduce those challenges to attract new buyers and to address new markets to improve 
the farmers' benefit. Once organized, community members would be able to better record when they sold their 
animals and get access to market information enabling them to influence and negotiate well and convince buyers and 
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Annex 1. Discussion checklist 
CC facilitation checklist on collective livestock marketing
Livestock marketing practices
• The conception of livestock marketing – What do market and livestock marketing mean to you?  
• Access to markets – Why, where, when, and how do you sell and buy livestock (mainly cattle, sheep, and 
poultry)?
• The market as the source of disease transmission – Do you quarantine new animals from markets for 
some time? If yes, why and for how long? 
• Marketing needs and challenges 
• Market infrastructure – market shade, watering and feeding trough, vet service, security, market 
information center, restrooms, … 
• Access to market information – What, where, how, credibility? 
• Marketing costs – service charge, transport
• Market price – low, fluctuation, brokers, desperate selling, negotiation, trend 
• Market linkage facilitation – type, facilitator, how, influence, evaluation, need 
Women’s market participation 
• How is livestock marketing decision made in your household? 
• Who sells animals in markets and which animals or animal products? Why?
• Factors influencing women's participation in livestock marketing – Confidence/bargaining skills, financial 
literacy, type of animal species, market facility, the purpose of buyer, access to market information, men's 
fear of loss of authority   
• Who controls or makes decisions over the money from the sale of livestock or animal products? Does this 
differ by animal species? Why?
Community experience in group actions and perceptions towards collective marketing 





• Perceptions towards group marketing practices 
• Problems of unorganized marketing 
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• Experience in group livestock marketing
• The conception of marketing groups – what, why, how, functions? 
• Benefits and challenges of group marketing
• Opportunities (felt need and driving factors) for establishing marketing groups 
• Gender composition of marketing groups – single-sex groups or mixed groups? Why?
Demand generation for collective marketing: introducing new knowledge    
• Opportunities and success factors for group marketing 
• What is a market? The four market components 
• What is marketing? What does it involve?
• Marketing challenges of smallholder farmers 
• Benefits of and opportunities for collective marketing actions 
• Requirements and process of establishing livestock production and marketing cooperatives. 
•  Leadership and management requirements of marketing groups
• Success factors for livestock production and marketing groups 
• Market facilitation and capacity development support for livestock marketing groups 
Key learning points, messages, and action plans
• Learning integration and key messages
• Community action plans to establish collective actions in livestock marketing  
• Reflections: community members, cooperative/marketing experts  
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Annex 2. Socio-economic data
Adiyo Kaka District
1 Total coverage, total population, and agro-ecology
No Item Measurements Remark
1 Total coverage 94,992.3ha















• From Eastern part
• From Western part
• From Northern part
• From Southern part
• Gimbo District 
• Konta special woreda







8 Major livelihoods of the district • Crop cultivation
• Livestock production
9 Major problems 
Land use pattern
# Land-use type Total coverage (ha) Remark
1 Annual crops 5,328.78
2 Perennial crops 2,856.11
3 Grazing land (communal + private) 12,349
4 Forest land 18,152.02
• Natural forest
• Cooperative forest 
• Government forest
• Private forest
5 Total cultivated land 81,84.89
6 Cultivable land (in future) 12,948.39












3 Agricultural development works
# Service/works Number Remark
1 Agricultural development workers Male 80
Female 15
2 Extension service getting households Male headed 4,647
Female-headed 5,278
3 FTCs (farmer's training centres) 27
4 Livestock resource development service




• Animal health 
clinic 
2




• Metal crash 1
• Wood crash 28
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Annex 3 The list of participants
Partners 
Name Sex Site  Affiliation 
Tekilemikael Gawo M Bonga Livestock and fishery office expert
Habtamu Haile M Bonga Marketing expert
Getachew Gebeyehu M Bonga Cooperative promotion expert
Alemayehu Haile F  Boke Cooperative chairman 
Yishak Shitaye M BARC Socio-economics researcher
Zelalem Abate M BARC Sheep breeder and project focal person
Community members participated in the CC in Adiyo Kaka District
C.N. Name Sex 
1 Tadelech Tekile F 
2 Temesgen Terefe F 
3 Etenesh H/Giorgis M 
4 Kifle Asefa M 
5 Birhanu Tamene M 
6 Abebech Ayano F 
7 Tariku Tamiru M 
8 Yeshareg Teka M 
9 Akalu Feleke M 
10 Girma H/Giorgis M 
11 Habtamu Ayano F 
12 Aster Emito M 
13 Monday Memgesha M 
14 Attire Asefa F 
15 Wodajo Wondimu M 
16 Ayele Kero F 
17 Attire Alemu M 
18 Erago Emito M 
19 Alemayehu Kero M 
20 Amisalech Abera M 
21 Ashibe Abitew M 
22 Habtamu H/Mikael M 
23 Wondimu Gagisho M 
24 Abinet Buleto M 
25 Bayush Belay M 
26 Talech Teka M 
27 Belay Mekuria F 
28 Tarekegn Tekile M 
29 Geremew Gachiso M 
30 Kifle Tekile M 
31 Mengesha Melese F 
32 Habtamu Tekile F 
33 Teka Alemu M 
34 Legese Kebede M 
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C.N. Name Sex 
35 Agegnehu Shamo M 
36 Atinafu Asefa M 
37 Bizuayehu Markos M 
38 Tariku Tekile M 
39 Marino Woldie M 
40 Mitiku Abuye M 
